Indonesia has a good market potential for Islamic banking business development. However, the market share of Islamic banks is still far behind the conventional ones. Over 5 years, Islamic marketing mix has been integrated with the contemporary marketing mix. This article prudently examines the decision of society to invest their funds in Islamic banks dealing with the integrated marketing mix. Questionnaires had been distributed to 150 respondents of Islamic banks customers. Using analysis of Structural Equation Modeling based on variance (SEM-PLS), this article shows that the integrated marketing mix has taken an influence on customer purchasing decisions, consisting of pragmatism and product, pertinence and promotion, persistence and process.
Introduction
Currently, there are dual banking system in Indonesia, specificallyy (Karim, 2013) . (Pew Research Center, 2011 ). This phenomenon is certainly an interesting thing to study, cause Islamic banks just get a little trust in world's largest muslim country.
In some points, There are some services differences that contribute in people interest to use Islamic or Conventional Bank services. First, it's about the funding rate. Based on data on table 2 below, the interest rate which offered by conventional banks is more attractive than profit sharing rate which offered by Islamic banks. So it's very reasonable that the rational market prefer to save funds in Conventional Banks than in Islamic banks. Source : (Otoritas Jasa Keuangan, 2016a) Source : (Otoritas Jasa Keuangan, 2016a) (Table 5) , and so on. So Conventional Banks have capability to achieve more profitability than Islamic Banks (Table 6 ). Based on this striking difference between
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Islamic and Conventional Banks, so Islamic Banks need to solve these problems, especially in marketing field to minimize the gap that has occured. In previous research, it stated that price, place and customer service took effect positively to customer decision to have BRI's credit card in BRI Solo Slamet Riyadi Branch Office (Sriwijayani, 2008) . In further study, it defined that product, price, place, promotion, people, process and customer services took effect on customer decision to take BNI Wirausaha credit facility at BNI SKC Pematang siantar (Susanty, 2011) . The next research confirmed that product, people, process and physical evidence took effect on customer decision to save their fund at BNI JPK Branch (Fatimah, 2012) . Following research stated that product and process took effect on decision to save the fund at Bank Muamalat Malang Branch (Fajri, Arifin, & Wilopo, 2013) . Subsequent research stated that Contemporary Marketing Mix took effect simultaneously on purchase decision (Nainggolan, 2013) . Furthermore, according to further research, it stated that it's only promotion which took effect on the student's decision to save their fund at Bank Kaltim UNMUL cash office (Sari, 2015) . Based on the six previous research above, it recapitulated that all of them discuss about the impact of services marketing or also called contemporary marketing mix, to customer decision to use banking product, both in Islamic and Conventional Banking. In further concept development, it put forward a new concept of Islamic marketing mix, and it's believed which islamic views towards 7Ps of marketing shouldn't be separated from the contemporary marketing mix (Hashim & Hamzah, 2014) .
Based on the explanation above, the authors are interested to do further research about the correlation between Islamic and Contemporary Marketing Mix integration on customer's decision to save their funds in Islamic Bank, especially in East Java, considering East Java is a province which is its economic growth exceeds the national economic growth, in the second quarter of 2016 (RRI, 2016) . In addition, East Java has 94.62% Muslim population (BPS Provinsi Jawa Timur, 2015) with some areas in it, being the basis of Muslim, such as Gresik, Tuban, Lamongan, Pasuruan, Jombang and Madura Island. However, as happened at national level, the growth of Islamic Banks is so pathetic, dispite of East Java is the 3rd nationwide in terms of distribution of Islamic Bank office network, as presented in following table: Source : (Otoritas Jasa Keuangan, 2016b) 
Marketing Mix and Decision to Buy
Islamic banking is alternative banking systems in Indonesia, in addition to the Conventional Banking system which is the first. According to Law No. 21 of 2008, Islamic Bank is a Bank which conducts its business activities based on sharia principles. In philosophical context, Islamic Bank is bank whose activities leave usury problems (Machmud & Rukmana, 2010) . Other definition confirmed that Islamic Bank is a bank that in its activities, provide and impose rewards based on sharia principles, it's called sale and purchase, and profit sharing (Triandaru & Budisantoso., 2009 ). Based on several difinition above, it's recapitulated that Islamic Bank is bank which is in its business activities, whether funding or lending, and other banking services based on sharia principles. The principles that differentiate Islamic banks are prohibiting the usury practice, prohibiting gharar (speculation), forbidding to lend the forbidden sector (weapons, illicit drugs, alcohol and pigs), using the principle of profit sharing, and all transactions must be supported by real economic transactions involving tangible assets (Beck, Demirgüç-Kunt, & Merrouche, 2013) . In its operations, whether in funding, lending, and transaction services, Islamic Banks in Indonesia refer to following principles : Source : (Bank Indonesia, 2016) Marketing Mix is tools for marketers that consists of marketing program various elements which need to be considered, so the marketing strategies and positioning implementation which have been set, can run successfully (Lupiyoadi, 2013 costumer, and must separate products depend on its quality, so the customer can choose the products clearly.
Pertinence and Promotion
Seller should inform about the actual condition of their products to costumer, so the costumer don't feel cheated.
Palliation and Price
Seller should sell the goods or services according to the abilities of the surrounding community and the existing economic circumstances.
Peer-Support and People Seller must serve the customer well, avoid lying or conflict with customer.
Pedagogy and Physical Environment
Seller must have good integrity in serving the customer, so it will establish a good relationship between the seller and the buyer.
Persistence and Process
There should be a clear agreement about the transactions conducted between the seller and the buyer, so there is no misunderstanding between them in the future.
Patience and Place Sellers are not allowed to sell a product which is unavailable, and prohibited to sell products to the other buyers, that the products have been bargained by the first buyer, until the negotiation between seller and first buyer are canceled.
Source : (Hashim & Hamzah, 2014) Consumer decision making is an integration process that combines knowledge to evaluate two or more alternative behaviors, and selects one of them (D. Setiadi, 2010) , with the following stages:
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Figure 1. Consumer Problem Solving General Model
Source : (Hashim & Hamzah, 2014) Consumer decision making is an integration process that combines knowledge to evaluate two or more alternative behaviors, and selects one of them (D. Setiadi, 2010) , with the following stages: 
Research Design
This research is designed to explain the relationship between variables by testing the hypothesis. The research design that explains the relationship between variables is called causality research, this research design is arranged to examine possible causal relationships between variables (Sanusi, 2011) . It is also referred as causal research, which is used to obtain causal relationship evidence (Maholtra, 2005) . This research was conducted in East Java, using cross sectional time dimension, which collecting data about the specified sample only at once (Maholtra, 2005) .
This study use primary data, which is the first recorded data and collected by researchers (Sanusi, 2011) . This research use survey method, and the respondents are funding customers (CASA and Time Deposit customers) of Islamic banks that operates in East Java. Source : (Sriwijayani, 2008) , (Susanty, 2011) , (Fatimah, 2012) , (Nainggolan, 2013) , (Fajri et al., 2013) , (Sari, 2015) , (Hashim & Hamzah, 2014) . This study performed data analysis tools and hypothesis testing by using PLS-SEM, which engaged with WarpPLS 5.0, which considered the sample size, because sample size affect parameter estimate, model fit and statistical power (Shah & Goldstein, 2006) . Samples size greater than 30
and less than 500 are adequate for most studies (Ferdinand, 2014) . The minimum PLS Model sample size should be equal to or larger of ten times the largest number of inner model paths directed at a particular construct in the inner model (Hair, et al, 2014) .. Based on the literature, it took 100 samples of Islamic Bank funding customers.
Findings
Structural models evaluating process using WarpPLS 5.0, by conducting Outer Model Test, Inner Model Test and Hypothesis Test (Solimun, 2017) . The results are as follows: (1) factor loading score must be above 0.7 and (2) significant. (Sholihin & Ratmono, 2013) . From Figure 3 above, it can be seen that factor loading score for all indicators is more than 0.7 and significant, so it can be concluded that Convergent Validity Test is match. The next step is conducting Discriminant Validity Test. Discriminant Validity will be match if factor loading score of each indicator in concerned variable, has the largest value compared to cross loading score WendaWahyuChristiyanto, Mardi Astutik of each indicator on other variables (Solimun, 2017) . From figure 3 above, it can be seen that factor loading score of each indicator in concerned variable has the largest value compared to the cross loading score of each indicator on the other variables, so it can be concluded that Discriminant Validity is match. (6) The value of Tenenhaus GoF (GoF) must be more than or equal to 1, (7) The value of Sympson's Paradox Ratio (SPR) must be more than or equal to 0,7, (8) The value of R-Squared Contribution Ratio (RSCR) must be more than or equal to 0,9, (9) The value of Statistical Suppression Ratio (SSR) must be more than or equal to 0.7, (10) The value of Non-Linear Bivariate Causality Direction Ratio (NLBCDR) must be more than or equal to 0.7 (Solimun, 2017) . In figure 6 below, it can be seen that all indicators value of research model is met, so it can be concluded that inner model test has met the requirements figure 8 , it can be seen that the R-Squared value is 0.791, higher value of R-Squared shows better model (Sholihin & Ratmono, 2013) .
Discussion
Based on data analysis results, it has known that H1 is accepted, so it can be concluded that Pragmatism and Product affect the customer's decision to save their funds in Islamic Bank, with quality as the most important indicator. Technically, the products and services offered by is rejected, it can be concluded that Pedagogy and Physical Evidence does not affect the customer's decision to save funds in Islamic Banks. This can be interpreted that the customers don't pay attention to physical evidence and service methods of Islamic Banks, to make a decision to save funds in Islamic Banks, due to lack of disseminating Islamic Banking service concept.
Conclusion
In general, based on analysis results, it can be concluded that there are three variables that influence customers' decision become Islamic Banks customer, which are Pragmatism and Product, Pertinence and Promotion, and Persistence and Process. It shows that the majority of Islamic Bank customers come from the spiritual market, which prioritizes Islamic values contained in product, values of da'wah in promotion, and sharia contracts that underlie each transaction process. Unlike consumers who come from rational markets who prefer personal satisfaction. It is certainly a serious challenge for Islamic banks to compete into rational market, so it will develop Islamic Banks image, not only serving certain circles, but also whole community, but Islamic Banks must have competitive advantages in rational market as well. Therefore, in further research, it is expected to be able to reveal deeply about the constraints of Islamic Banks marketing, not only internal and but also external constraints. In the near future, it will bring up a specific marketing concept for Islamic Banks.
